The purpose of this study is to investigate the effect of cultural and demographic factors (age and gender) on the perception of product information. The theoretical frameworks of interest in the current study are two cultural models: Hofstede's individualism (IND) and Hall's context. In examining the research questions, this research discovers that the cultural changes are occurring for the Korean young generation, even though Korean students are still within collectivistic culture. The correlation results suggest that the younger students have the higher individualism values compared to the older students. Using two multiple regression analyses (one set for high-context condition and one set for low-context condition), the study finds that cultural value and age significantly predicts the perception of product information in high-context (visual) condition. However, there is no significant difference in the perception of product information between male and female. 
Introduction
Culture is the values shared by the individual members of a society (De Mooij, 1997) . People in the same culture react similarly to a certain situation and judge certain behavior in the same way (Steinwachs, 1999) . Information and culture could hardly be separated (Menour, 1983) . Machlup and Mansfield (1983) consider the role of information in society and contend that information is culture specific. Machlup and Mansfield (1983) hypothesize that data are collected, organized, and communicated within a cultural context. Menou (1983) articulate the culturally intrinsic dimension of information, saying that "information is culture specific and consequently, is largely uncommunicable unless it has been acculturated" (p. 121).
New arguments claim that the Internet and modern technologies are changing national culture. The
Internet is seen as enhancing cross-cultural communication and hence lowering the barriers between cultures (Nicovich & Cornwell, 1998) . Rettie (2002) insists that the culture of the younger generation may differ from that of their parents' generation because the Internet is stimulating younger users' cultural change. Johnston and Parminder (1999) conclude that the culture of young web users is created beyond the level of region and nation through communication and socialization on the Internet. The new networking technologies and modern media seem increase cross-cultural fertilization because of connections with people who are geographically dispersed (Rettie, 2002; Triandis, 1988) .
Also, scholars report the cultural changes of young people in Korea (Ahn, 1999; Cho et al., 2010; Han & Shin, 1999; Park & Kim, 2006) . Han and Shin (1999) conclude that the westernized social, economic, and political systems are increasing individualistic cultural values in Korea society.
Young college students in Korea are experiencing more strong cultural changes from collectivistic value to individualistic value (Ahn, 1999; Park & Kim, 2006) . Korean young students seem to adopt individualistic cultural values from the college because of the westernized college culture in Korea (Cho et al., 2010) .
However, in spite of the issues in the cultural changes of young people in Korea, few empirical studies have explored the effect of cultural and demographic factors in the access and understanding of information. Therefore, this research investigates the effect of cultural value, age, and gender on the perception of product information. A justification for choosing those factors is presented in the following section.
Literature Reviews
The theoretical frameworks of interest in the current study are two cultural models: Hofstede's (1980) individualism (IND) and Hall's (1976) context.
Scholars suggest that individualism/collectivism is
an important cultural theory for Asian studies (Kim, 1985; Bond, 1983; Miller, 1984) . Hofstede (1980) defines individualism (IND) as "a preference for a loosely knit social structure in which individuals take care of themselves and their immediate families only" (p. 87). The interests of the individual prevail over that of the group in individualistic countries (Kim, 1985) . Collectivism (COL) is "a tightly knit social organization in which individuals can expect other in-group persons to look after them" (Hofstede, 1980, 87) . Koreans tend to consider themselves as part of the larger social context surrounding the individual (Kim, 1985) . Scholars concluded that Korea is in a more collectivistic culture because of its ethnic homogeneity (An, 2003; Cho et al., 2010; Hofstede, 1980; Kashima et al., 1995; Kim, 1985; Taylor et al., 1997) . Hall (1976) defines context in one sense as "one of many ways of looking at things" (p. 98). Dervin (1996) defines context as "every possible attribute of person, culture, situation, behavior, organization, or structure" (p. 14) and "a necessary source of meaning" (p. 19). Hall explains low-context messages are analytical, explicit, and clearly articulated, whereas high-context messages are perceptive, indirect, and ambiguous (Taylor et al., 1997) . Hall (1976) suggests that the United States and some Western European countries are low-context cultures and that Korea, Japan, and Taiwan are high-context cultures. Scholars support Korea's classification as a high-context culture (Gudykunst et al., 1987; Kim, 1985) .
Individualism and Collectivism
People in collectivistic cultures relatively use indirect communication because they are more concerned with issues of cohesive groups (Kim, 1994; Triandis, 1994) . In contrast, conversation in individualistic cultures is more concerned with clarity (Kim, 1994) , because individuals tend to use relatively direct communication (Triandis, 1988) . Therefore, Individualism (IND) is related to context (Choi & Miracle, 2004) . High-context communications, which use implicit and indirect messages, are predominant in collectivistic cultures, whereas low-context communications, which use explicit and direct messages, are predominant in individualistic cultures (Choi & Miracle, 2004; Hofstede, 1991) .
Koreans have been classification as a collectivistic culture which uses implicit and indirect messages (Choi & Miracle, 2004; Hall, 1976; Hofstede, 1980; Kim, 1985; Taylor et al., 1997) . However, new arguments claim that the modern technologies and westernized society are changing culture of younger people (Nicovich & Cornwell, 1998; Rettie, 2000; Triandis, 1998) . The spread of Internet access and westernized college culture as well as massive levels of international travel may increase cultural change of Korean students (Ahn, 1999; Cho et al., 2010; Han & Shin, 1999; Park & Kim, 2006) . Therefore, these cultural changes suggest that Korean younger students are likely to be identified as different culture in accordance with ages.
Gender differences could also be considered to investigate the cultural changes. Scholars reported the difference between male and female in individualism (Cho et al., 2010; Fischer & Manstead, 2000; Mortenson, 2002) . Females concern for other people's feelings, creating nurturing relationships with others, and maintaining interpersonal harmony than males (McClelland, 1975) . Females also have socio-emotional and interpersonally oriented traits (Putrevu, 2010) . However, males are considered self-centered and achievement oriented (Putrevu, 2010) . Their judgments are more field independent than females (Bakan, 1966; Putrevu, 2010) . Therefore, scholars suggest that males are higher in individualism whereas female are higher in collectivism (Cho et al., 2010; Fischer & Manstead, 2000; Mortenson, 2002) .
The above discussion leads to the following research question:
•RQ1: Do Korean students have different COL/ IND culture value with regard to age and gender?
Information in Visuals/Texts and

Gender Differences
The way a message is conveyed (pictorially or verbally) has a significant effect on perception (Edell & Staelin, 1983) . Barat (2007) explains "visual image plays an important mental or intellectual role, like information or data processing" (p. 340). In comparison to textual information, visual or pictorial information is complex and may offer each culture a different potential of understanding (Kim, 2012) .
Visual images are viewed as information in a symbolic form and are processed to form information message (Bellamy, 2006; Phillips, 1996; Scott, 1994) .
Exposure to visual information can necessarily lead to increase the processing of visual information (Kanuka & Szabo, 1999) . Therefore, the development of the digital imaging technology has increased the scope of scholarly interest in visual perception (Barat, 2007; Yu, 2012) . Visual perception is an ability of information gathering (Stern & Robinson, 1994 ) and a unity of sensory and personal experience (Barat, 2007; Yu, 2012) . Scholars also have examined cultural differences in the processing of information in visuals (Beniger & Westney, 1981; Helgert, 1992; Jeon et al., 1999; Taylor et al., 1997) . Similarly, the proportion of indirect visual forms in Korean ads is significantly higher than in U.S. ads, while direct visual forms in U.S. ads are significantly higher than in Korean ads (Bu et al., 2009 ).
In comparison with U.S. consumers, Korean consumers are likely to rely more on the contextual information (e.g., mood and tone) and less on the explicit claims (Choi & Miracle, 2004) . Jeon et al. (1999) suggest Koreans infer more information from implicit and contextual cues in messages.
In addition, past empirical studies has demonstrated gender differences across a variety of task (Darley & Smith, 1995) . Research in the area of cognitive psychology suggests that males are more
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analytical and logical and females are more subjective and intuitive (Haas, 1979) . Also, males use self-generated information and females use self-as well as other-generated information (Hunt and Einstein, 1981) . According to the selectivity model, males often rely on a subset of salient cues in place of detailed message elaboration, but females attempt to assimilate all available information before rendering judgment (Meyers-Levy, 1989) . Females tend to reach quicker interpretations of nonverbal cues than males (Kirouac & Dore, 1983) . Therefore, the gender difference in the perception of visual information is an interesting factor to be considered.
•RQ2: Do COL/IND cultural value and age effect on the perceptions of visual and textual information of Korean students?
•RQ3: Do Korean students have the different perceptions of visual and textual information with regard to gender?
Method
The research method of this study was a between subjects factorial design. Data were collected in two identical procedures. One was performed with high-context (visual) condition and another with low-context (textual) condition. Data collection was designed to reflect marketplace settings in which consumers were interested in the test materials.
Sampling and Procedures
Subjects were selected from two universities in Seoul, Korea. Students were asked to participate in the study voluntarily. The subjects consisted of 204 undergraduate and graduate students. Data collection resulted in 197 usable responses as seven participants had a high number of missing items. Subjects were randomly assigned to one of two treatment groups that differ in types of context (high or low) condition.
The total 98 students were assigned to the high-context (visual) condition and 99 students were allocated to the low-context (textual) condition.
As the test procedures, at first the subjects were greeted and seated in separate chairs in a classroom and received a folder including test instructions, a printed test material (9×12 inches), and questionnaires which were written in Korean. The subjects were asked to open their folders and read instructions carefully at first. Then, the researcher let the subjects read the test material for up to 10 minutes. The researcher then asked the subjects to complete a socio-demographic data sheet, on which they indicated their age, gender, major, and academic years. Next, the subjects were asked to respond to a questionnaire that allows the researcher to measure the subjects' perception of product information. The researcher asked the subjects to check all recognizable information from the test material. The subjects were allowed to see the test material during this procedure.
Following the measure of perception of product information, the test material was hidden from the subjects. The researcher asked the subjects to com-plete the individualism-collectivism measurement questions. Finally, the subjects were debriefed, thanked, and dismissed.
Development of Test Materials
The test materials were newly created to ensure the validity of the research by avoiding the possible effects of prior brand attitudes, prior exposure, and prior purchase of the product. This study chooses mobile phones as the advertised product because they are a personal product widely purchased by and familiar to college students.
This research uses advertisements as test materials
because advertising is a window to culture (Schutte & Ciarlante, 1998) . For example, consumers from different cultural backgrounds may evaluate and perceive similar advertising messages differently (Kaynak & Mitchell, 1981) . People usually understand the content of advertising messages by relating them to a particular culture and to the shared values or beliefs held in common by most people (Frith, 1997) .
Thus, this culture relevant characteristic of advertising makes it possible for researchers to conduct cultural studies with advertising. Also, since the test materials should contain both verbal and visual information reflecting the real situation to reduce a test bias, the researcher chose advertisements for test materials. The researcher was able to easily control and manipulate the advertising layout, pictures, and copy as potential information elements.
Two color print advertisements were developed for the two treatment conditions: high context and low context. To be classified as a high-context condition, the test material contained four or more types of information in its visual stimuli, symbols, and moods with simple texts, such as brand name and titles. To be classified as a low-context condition, the test material contained four or more types of information in its text with simple images (see Appendix).
Types of Information
The information in advertising provides meaningful cues to the audience by transmitting visual stimuli, symbols, and text. From the frameworks of Resnik and Stern (1977) and Taylor et al.'s (1997) study, the researcher established the new 18 types of information. Resnik and Stern's (1977) classification of information cues has been considered to produce generalizable codings of information in content analysis methodology (Franke, 1992) . However, the researcher had to modify Resnik and Stern's framework, not only to apply it to this study, but also to include information commonly given in Korean advertising. The types of information should be considered informative and allow subjects to make intelligent choices among alternatives after reading the advertisement (Weun et al., 2004) . The 18 objectively measurable types of information are shown in Appendix.
Pretest of Test Materials
Before the test was undertaken, the two versions of the test materials were examined to see whether 
Variables
Cultural value
To check the cultural value of Korean subjects, the individualism-collectivism scales identified by Oyserman et al. (2002) were employed for the current study because these scales tend to provide an objective assessment of culture. Oyserman's (2002) approch was to focus on "cultural values assessed at the aggregate level, emphasizing difference be- 
Context conditions
The low-context condition in the test materials contains four or more types of information in its text with simple images. Low-context (textual) design uses explicit and direct messages that directly present information, facts, evidence related to product merits, and purchase reasons. In contrast, the high-context condition in the test materials contains four or more types of information in its visual stimuli, symbols, and moods with simple texts, such as brand name and titles. The high-context (visual) design uses implicit and indirect messages that are more artistic and sophisticated.
Perception of product information
The definition of perception used in the current study is borrowed from Schiffman and Kanuk's 
Socio-Demographic Information
Socio-Demographic information, such as an age, gender, major, academic years, and favorite cell phone brands were collected from subjects. These data were used to assess the similarity of the groups compared. 
Data Analysis
Findings
Demographic Characteristic
Demographic statistics were collected about each subject's gender, age, college years, and favorite cellphone brands. The final sample consisted of 93 males (42.7%) and 104 females (52.8%). Most of the subjects were undergraduate students: 138 undergraduate students (71%) and 59 graduate students (29%). The age of subjects involved 30 and over (15.7%), 26~29 (39%), 21~25 (32.5%), and 20 and under (12.8%). The students chose samsung phone as their favorite cell phone brand, but there was no overwhelming favorite brand for the students(<Table 1>). As the additional analyses, female students perceive more information from the high-context condition in eleven categories (size, company info, value, quality, contents, connectivity, new idea, image of <Figure1> Gender effect on the perception of product information 
Discussion
The purpose of this study is to investigate the effect of cultural value, age, and gender on the perception of product information. In examining the research questions, this research discovers that COL/ IND cultural value significantly predicts the perception of product information in high-context condition.
The correlation results suggest that the younger students have the higher individualism values compared to the older students. However, gender differences do not show a significant association with COL/IND cultural value.
Scholars report the cultural changes of young people in Korea because of westernized society, modern technologies, and the decreasing importance of family and relatives (Ahn, 1999; Cho et al., 2010; Han & Shin, 1999; Park & Kim, 2006) . This study partially supports the notion that the cultural changes are occurring for the Korean young generation. The test of RQ1 reveals that the younger students tend to be moving to individualistic culture from collectivistic culture compared to the older students. However, the COL/IND cultural value indicates that Korean students are still within the collectivistic culture.
These results are consistent with the expectation of Hofstede's (1980 Hofstede's ( /1983 Past empirical studies have attempted to delineate the significant differences between gender across a variety of tasks and traits (Darley & Smith, 1995) .
Past studies conclude that females tend to have better interpretations of nonverbal cues than males.
However, the test of RQ3 reveals that there is no significant difference in the perception of product information between male and female. Females do not show quicker interpretations of nonverbal cues than males. However, female and male students interestingly perceive different types of information from each high-and low-context condition. Female students significantly perceive more information related to company info than male students in both highand low-context condition. Considering the company info from the test materials was just company web address (smartio.com), this result confirm that male is more logical and female is more intuitive in information processing. Male subjects may not consider the company web address as the company info because it is too simple with no additional information.
However, female subjects may understand the company web address as the company info. As a test method, eye tracking method (Yang, 2009) to measure cultural differences in attention on information may possibly be applied to future research.
Also, future research should replicate this study using another test procedures, materials, and subjects.
Different test materials and media (i.e., TV, outdoor,
Internet, and radio) with various product categories need to be developed.
